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摘  要 























































Relying on high technology, the mobile communication industry was 
monopolized in the early stage of development and easily attracted consumers. 
However, after more than 10 years of rapid growth and market opening, More and 
more competitors compete for the traditional voice business this cheese, rely on 
speech as income of China Mobile Core survival has shaken the foundation, the 
growth of China Mobile communications voice service income began to decline and 
its market share started to drop year by year. China Mobile must seek new income 
point of growth, Value-added mobile service has now become an important factor to 
the growth of the business. Values and M-Zone" fashion, fun, explore" appeal 
unanimously. Study of value-added service market, for China mobile value added 
service in the market segments of the target customer positioning, market positioning, 
brand positioning and has practical significance. Annually, enormous human and 
capital resources have been invested in this market segment. As the mobile 
communication industry offers value-added services and new technology, college 
students have begun to develop multi-level, personalized demands. Therefore, 
understanding and meeting the consumption behavior of college students are 
particularly critical. Following up the pattern of value-added businesses competition 
for college students are crucial for the future business development of each mobile 
communication company. 
The purpose of this study is to explore college students’ use of value-added 
service, to establish college students’ consumption behavior model, to analyse the 
influencing factors behind the behavior, and finally, through the further subdivision 
of the market and product positioning, to improve Zhangzhou’s mobile market share 
of income. 
A questionnaire was designed and distributed to study the college students’ 
consumer behaviour process. The data was then analyzed using the SPSS software 
for its descriptive statistics and correlation analysis. Variables such as customer 
demand, customer communication, customer convenience, customer willingness to 
pay were evaluated. As a result, value-added college students’ business marketing 
strategy is suggested. 














operation, safety, and reliability appeal strongly. Junior need to increase phone 
reading and animation, senior increase Job search-pass . For the communication 
strategy, The connotation of the brand into the more emotional elements, 
strengthening internet mobile elements, of different consumption character of the 
students integrate various communication tools to achieve clear communication. 
Sophomore promoting marketing, experience, reputation through word-of-mouth, 
senior promoting advertising, personal selling, direct marketing. For the convenience 
strategy, the company should create a readily available concept of customer contacts 
and build a multistage channel structure support system. For the willingness to pay 
strategy, factors such as friendly interface, simple operation, support services and a 
variety of business combination packages have significant impact.  
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初的不足 5%到现在的 28％，增量的收入贡献达到 45%，增值业务的品种也由
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